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Abstract 
 
Objective - This research main objective is to know consumer’s motivation in placing 
the product in online shopping cart 
 
Method - The questionnaire were distributed by sending out offline and online 
questionnaire to respondents. The respondents must be individual that already use online 
shopping and shopping cart as they are the most appropriate target in this study to 
accomplish relevant result. Data gathered then analyzed using Reliability & Validity 
analysis, Multiple Regressions and Simple Regression Linear 
  
Results - There were 3 hypotheses for the research and all of the hypotheses are all 
accepted 
 
Conclusion - In order to understand motivation using the online shopping cart, there are 
2 (two) variables, which are: price promotion and research and information search 
variables which play important role in the motivation behind consumers’ online 
shopping cart use. It indicates that, price promotion and research and information have 
positive influence on frequency of online shopping cart use 
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Motivation, Utilitarian Motivatiom, Hedonic Motivation, Utilitarian and Hedonic 
Motivation 
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